








Philosophical Counselling, Personal Brand,
and Social Networks in the Digital Era
Abstract
The paper argues that philosophical counselling practices must be developed in the context 
in  which we witness  a reconstruction of  the perspectives  on the world and human being 
through  the  revolution  of  internet  development,  social  networks,  communication  techno-
logies  and access  to  the  virtual  world.  Given this,  philosophical  counselling and ethical  
consulting are invited to join the various new areas of activity, including personal brand 
construction in social media, the focus of this paper. Since the virtual communication spa-
ce is becoming a medium of effectively affirming personality, social media is the field in 
which  philosophical  counselling  and  ethical  counselling  can  become  the  main  resource  
for  growing  a  strong  personal  brand.  Whether  it  is  about  self-promotion  or  counselling  
specialised in commercial and brand communication, technological development facilitates 
the technology of self-development, substantiated in the relational universe of social media. 
In the digital world, philosophical counselling brings an increased contribution in terms 
of the possibility that individuals build themselves, gain recognition, and enjoy a complex 
exposure governed by the spirit of social responsibility.
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The need for counselling is manifesting itself today as a growing trend glob-




human existence itself shall depend either on its quasi-religious character or 








vant perspectives for the way in which the human being is reconsidered in the 
frame	of	a	new	culture,	specific	to	the	world	that	is	being	built	in	the	context	
of the globalisation of communication.1  Practitioner philosophers could use 




We have  the  privilege  to  live  in  the  dawn  of  what  may  be  called  a  digital  
world	or	digital	era,	the	most	fascinating	of	the	worlds	or	eras	known	so	far.	
Philosophy	is	called	to	clarify	and	define	the	characteristics	of	this	new	world.	




need philosophy to grasp better the nature of information itself. We need philosophy to antici-
pate and steer the ethical impact of ICTs on us and on our environments. We need philosophy to 
improve	the	economic,	social,	and	political	dynamics	of	information.	And	we	need	philosophy	
to develop the right intellectual framework that can help us semanticise (give meaning to and 
make	sense	of)	our	new	predicament.	In	short,	we	need	a	philosophy	of	information	as	a	philos-
ophy of our time for our time.”2
Moreover,	 philosophy	 is	 called	 to	 participate	 in	 the	 effort	 in	 which,	 after	
the	modern	and	the	postmodern	world,	we	have	to	find	a	generic	tag	for	the	
stage that is unravelling right before our eyes and to capture its essence as the 
world.	For	the	time	being,	I	do	not	find	a	better	discourse	on	this	world	other	
than	naming	it	through	an	expression	already	in	use:	the digital world. If with 
postmodernism	the	use	of	“post”	indicated	a	surpass	of	modernity	(through	
selection,	inclusion	and	innovation),	this	time,	surpassing	postmodern	world	





as a time-connected being because he lives in the network. He is no longer 
delivered	to	 the	 time	of	 life	but	destined	to	communication.	Also,	 to	speak	
about the essence of a very fast-moving world means to accept the usage of 
a	generic	label,	needed	to	delineate	specific	phenomena	of	this	world	that	for	
the	moment	will	not	let	themselves	be	defined	unequivocally.	This	implies	a	







the digital dimension becomes a part of human reality without which the hu-
man	being	can	no	longer	define	themselves	and	can	no	longer	find	themselves	
as an authentic being. The digital world no longer has the effect of alienation 
or  slipping  on  a  plane  of  reality  with  a  very  wild  consistency.  The  virtual  
dimension	is	part	of	objective	reality,	which	has	incorporated	the	virtual	as	a	
given of the existence of man in the digital age.
When	we	 talk	 about	 the	digital	world	or	digital	 era,	we	do	not	mean	only	
the virtual space that internet development provides as a separate world. We 
mean	that	human	existence	is	ontologically	marked	by	a	new	way	of	being,	








the two registers while reconstructing the range of elements perceived as an 
existential given of postmodern man. Identifying oneself as a constructor of 
one’s	 life,	man	 is	a	being	belonging	 to	a	new	world,	 shaped	by	 the	digital	
revolution.
Philosophical	practices	and	philosophical	counselling	must	first	consider	the	
impact that technological development has on the new world and human iden-
tity	growth.	 It	 is	 about	 technological	 development	 at	multiple	 levels,	 from	
information and communication technology to technology of the self or per-










thentically  in  the  world  dominated  by  technology and  digitalisation.  In  the  
future,	philosophical	advisers	will	have	to	focus	on	developing	such	technol-
ogies of the self. 
Understandably,	philosophers	can	no	longer	ignore	the	profound	transforma-
tion  that  social  media  brings  to  our  life.  If  we  connect  it  with  the  topic  of  
branding,	then	philosophical	counselling	must	take	into	account	that	the	usual	
topics in the discussion about branding must be resumed and adapted to the 
new	context	of	communication.	For	example,	we	are	accustomed	to	saying	in	
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this perspective on the brand.5 Philosophical counselling must go beyond the 
ontological regime set by the real/virtual distinction. This promise is evident 
to	us	both	in	the	relationships	developed	in	the	objective	and	the	virtual	world.	
It is enhanced in the virtual world because its possibility becomes something 
that	is	already	in	our	proximity.	In	the	virtual	space,	the	brand	promise	wins	in	
its consistency. It is precisely this increase in intensity that entails the need for 
increased attention that the philosophical counsellor and the ethics counsellor 





personal reality similar to those in sales or those setting the marketing mix 
mechanism in motion. An entrepreneurial imaginary is thus being developed 
that	 accounts	 for	what	 is	 significant	 in	 human	 life	 and	 how	 the	 individual	
rediscovers	himself/herself	at	the	core	of	his/her	concerns	and	other	people’s	
interest.  We  see  social  networks  developing  today  as  common  goods  that  
can	always	have	an	economic	or	commercial	dimension.	Ongoing	changes	
also	have	 the	attributes	of	 exchange,	profit,	 efficiency	 typical	of	 economic	
relations.	This	world	of	exchanges	influences	how	we	posit	ourselves	in	the	
network.  All  seems to be dominated by a  type of  relations similar  to  those 
governing the free market.7 The human being develops in stages of success 
and excellence according to the internal order of personal brand construction. 
When	we	talk	about	the	personal	brand,	it	is	quite	important	how	the	market	









the valorisation of the human being in relation to other entities that intervene 
in a market of economic and cultural exchange. Philosophy must provide ser-
vices that make possible such a construction required by brand communica-
tion. Philosophical counselling is not limited by a unique method of personal 
development. It has no rigid schemes to apply in the construction of image 
and brand identity. That is why it is appropriate to apply it depending on the 
specifics	 of	 the	 personality,	 the	 objectives	 it	 has	 to	 achieve	 and	 especially	
depending on what the individual has to offer on the market when he wants to 
be recognised as a personal brand.
Ethical Consultancy, Philosophical  
Counselling, and Personal Growth
I	believe	that	 in	personal	brand	development,	ethical	consultancy	and	phil-
osophical  counselling  must  take  into  account  the  need  for  personal  devel-
opment as a market requirement and as a trend of the offer of motivational 
programs.	At	the	same	time,	I	consider	that	the	new	context	of	the	digital	age	







to building our personal identity as an interface in the communication with 
the others. We should not see this as a simple reduction of man to a product 
similar	to	an	object	of	trade.	The	phenomenon	is	wider.	It	must	be	understood	
in the context in which economic relations are humanised by developing busi-
ness	ethics	in	which	economic	organisations’	ethical	behaviour	is	structured	






claims that there is no business ethics because ethics either exists as is or does 
not exist at all. Individual behaviour is either ethical in all life situations or it 
is	not	ethical	at	all.	The	individual’s	ethics	speaks	for	the	ethical	behaviour	




ethical action who make an economic organisation effective. This means that 
morality	pertains	to	individuals,	not	to	economic	legislation.	Consequently,	a	
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Bucharest	 2009,	 pp.	 58–61;	 Dan	 Schawbel,	
Manual  de  branding  personal  –  reguli  noi  
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professional environment of people with moral values in their individual lives 
shall	have	an	ethical	climate	beneficial	to	organisational	life.
In	terms	of	minimal	ethics	(as	it	is	theorised,	with	various	nuances,	by	think-
ers	such	as	Gilles	Lipovetsky,	Theodor	W.	Adorno,	Andrei	Pleşu),11  typical  
of	postmodern	human,	such	ethics	assumed	by	the	individual	may	function	
without	getting	in	conflict	with	the	perspective	of	a	moral	based	on	firm	val-
ues.	However,	 to	be	practical	and	efficient,	 ethics	must	 respond	 to	cultural	
and	specific	life	situations.	It	must	be	situational	in	the	sense	that	it	should	be	





It makes it possible to get out of the pressure of absolute ethical values and 
facilitates  the  establishment  of  individual  values  beginning  from the  needs  
of  moral  construction of  the  professional  space and of  individual  action.  It  
fits	very	well	with	the	tendency	of	modernity	to	make	the	individual	the	cen-
tre	of	moral	action	and	decision.	Placing	creativity,	construction,	and	moral	
decision at the individual level gives the possibility to cultivate the individ-
ual	vocation	in	a	generally	accepted	axiological	framework.	In	this	way,	we	
eliminate	the	major	tension	between	relativism	and	absolutism	in	the	field	of	
action modelled by the new means of ethical instrumentalisation represented 
by the deontological codes.
Even	if	the	virtual	space	is	not	yet	subject	to	very	restrictive	ethical	and	judi-
cial	regulations,	the	very	fact	that	a	significant	part	of	it	is	already	associated	
with  public  space  determines  strict  ethical  regulations  imposed  by  various  
platforms	or	 by	various	 categories	of	 communicators,	 including	by	 calling	
for	codification.	 From	 the	perspectives	proposed	by	Paula	Boddington	and	
Roman	V.	Yampolskiy,	 I	understood	that	when	faced	with	 the	 issue	related	
to	artificial	 intelligence	and	the	new	challenges	it	brings	in	the	field	of	com-
munication	and	 in	 rethinking	 the	way	man	 is	 in	 the	world,	 this	 concern	 is	
amplified	even	more.12 These regulations either carry principles from the real 
world  adapted  to  virtual  space  or  they  create  ethical  models  typical  of  the  
digital world.
At	 the	 level	 of	 a	 generic	 discussion	 of	 ethics,	we	 can	 agree	with	 John	C.	











ised ethics extends philosophical practices to professional contexts in which 
experts	in	various	particular	fields	of	professional	abilities	become	promoters	
of  ethical  principles  to  institute  an  ethical  climate  in  the  organisation  ade-





exigencies	adapt	 to	organisational	 life	mechanisms,	 to	 the	mission	and	ob-
jectives	of	economic	organisations	compelled	to	connect	to	the	logic	of	con-
sumerist	society	redefined	 in	 the	developing	world.	Changes	that	occur	are	
radical. They include a new human way of being. Both processes are triggered 
by the development of society constructed on communication. In the world 
built	on	communication,	we	must	keep	in	mind	that:
“Philosophical	Practice	should	transform	counselees,	whether	individuals	or	groups.	It	has	to	
achieve more than modifying thoughts because ideas do not always change the world nor those 
who	hold	them.	Its	goal	should	be	to	alter	the	person’s	inner	self	or	being.	This	is	an	ontological	
challenge.”13
Communication and ethical counselling mediate communication technology 
development and engage with human beings in this new adventure of onto-
logical repositioning. It is about a human ontology which adapts to technolog-
ical	development	while	attributing	more	significance	to	the	personal	position	
in	the	new	intersubjective	structure	of	global	relations.











of existential counselling and crisis therapies.14 They are also relevant in gov-
erning in the large sense of political practices and of economic regulations by 
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man being is called to adapt to communication principles and personal pro-





and popularity  gained  through persuasive  techniques  developed in  real  life  
and online.16
I believe that the intervention of these technologies of the self in brand devel-
opment highlights the role of philosophy as a spiritual exercise. Philosophical 
counselling	must	find	appropriate	solutions	to	this	human	requirement	of	the	
digital	society	because,	despite	the	wide	marketising	of	life,	digital	era	human	
does not ignore the spiritual dimension of existence. Current theories on how 
humans assume religion in the digital society show that the forms that human 
spiritual and religious are multiple.17	Thus,	we	find	that	digital	societies	bring	
us new orientations in the sphere of religious preferences and practices.
There	is	a	dialectic	of	relations	vertically	and	horizontally,	even	under	every-
day life conditions in the consumerist society. The need for spiritual accom-
plishment	 appears	 to	 be	 permanently	 present,	 despite	 the	 metamorphose	








counselling.20 The philosophical dimension and the religious or spiritual di-
mension can be combined in the case of brand construction carried out by or 
in collaboration with a specialist in counselling and self-counselling practic-
es.	However,	as	a	general	phenomenon,	we	can	see	that	in	the	self-branding	
or	 self-promotion	 activities	 carried	 out	 online,	 the	 spiritual	 dimension	 is	 a	
secondary element in the exposure of a successful  brand.  The focus in this 
situation	is	on	the	network,	on	the	communication	structures	offered	by	it	and	
on the multiplication of the connection wires in the network. Subtle connec-
tions,	cosmic	relationships,	or	universal	connections	that	presuppose	spiritual	
forces are rather secondary or missing. 
Ethical Counselling, Branding, and Self-Promotion  




of digital space. In	Marwick’s	opinion,	the	fact	that	personal	branding	devel-
opment and self-promotion as the main tendency in brand communication is 
not	at	all	accidental,	and	that	it	takes	place	especially	at	the	same	time	with	the	
development of social networks and the virtual world.21 I do not think it would 
be  an  exaggeration to  say that  the  generalised  tendency for  personal  brand 




space.  Personal  branding becomes  a  force  that  every  individual  may set  to  
motion	in	the	subculture	typical	of	the	virtual	world.	It	is	difficult	 for	me	to	
imagine the effectiveness of philosophical counselling outside the framework 
presupposed	by	the	minimal	ethics	of	postmodernity.	Gilles	Lipovetsky	point-
ed	out	that	this	type	of	ethics	favours	the	subjective	experience	of	moral	val-
ues  and the assumption of ethical action. Minimal ethics facilitates self-pro-
motion	and	cultivating	one’s	own	personal	brand	in	the	axiological	context	




book The Twilight of Duty,	Lipovetsky	states	that	ethics	“from	a	categorical	
imperative,	it	has	become	a	strategic	vector	of	corporate	communication	[…]	
a tool of brand management”.22 This possibility of an instrumentalisation of 
ethics	in	brand	building	is	relevant	for	a	practicing	philosopher,	who	can	re-
sort  to  a  use  of  the  principles  of  institutional  brand  building  ethics  in  the  
context	of	personal	brand	building.	In	such	a	perspective,	ethical	counselling	




an indispensable part of brand communication and construction.
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ternet culture. This digital culture appears today as an alternative. We must 
expect	it	to	become	a	dominant	one	shortly,	with	the	rising	influence	of	the	
generations of children born in the digital world.
Such a culture is a culture par excellence of communication and counselling. 
Here	they	find	a	beneficial	place	for	development,	both	organisational	ethical	




social	media	 development,	 self-promotion	 becomes	 a	 common	good	 to	 all	
who wish to assume the construction of their own image consciously. Virtual 
space networks bring along a strategic type of construction focused on creat-
ing a business-oriented culture in which self-promotion involves the individ-
ual’s	use	of	marketing	and	communication	methods	to	sell	himself/herself	as	
a valuable product. Such a self is constructed in the communication process. 
It involves setting in motion some technologies of the self that are typical of 
digital culture. Technologies at the base of self-creation and presentation are 
those with which the individual gets familiarised in the process of his/her be-
coming a being that assumes life predominantly in the virtual space.23 When 







personal brand cultivated through means provided by social networks must 
be	 available	 at	 all	 times,	must	 have	 increased	 transparency,	 in	 accordance	
with the total opening and visibility promised by the internet. The personal 
brand is an exposed person so that all imperfections and faults are very visible 
and	make	maintaining	a	coherent	image	difficult.	This	is	where	the	additional	
need	for	support	arises,	including	in	terms	of	image	reconstruction	through	
an ethical perspective and the perspective of the values assumed as part of the 
brand identity. Image construction supposes an additional effort in the rela-







“…	 this	 series	 of	 exchanges	 thus	 commodifies	 identity,	 emotion,	 and	 relationships	within	 a	
digital context.”25
According	 to	 her,	we	must	 expect	 such	 a	 process	 to	 bring	 changes	 to	 the	
way	various	platforms	and	social	networks	are	used	and	influence	daily	life	















Philosophical counselling has the responsibility to intervene in meeting these 
needs for growth and authenticity of the human society.
Given  how communication  technologies  are  being  developed  and  assumed 
today,	I	believe	we	can	see	that	ethical	counselling	and	philosophical	coun-
selling	can	have	a	dual-use.	On	the	one	hand,	they	can	be	tools	of	the	direct	
intervention of the practising philosopher in the construction and promotion 
of	the	personal	brand.	On	the	other	hand,	they	can	be	learned	in	educational	
programs of philosophical counselling and philosophical practices and then 
be	used	as	tools	for	personal	development	and	self-promotion.	Therefore,	in	
Foucault’s	terms,	philosophical	counselling	can	set	in	motion	a	series	of	the	
technologies	 of	 the	 self	 that	 contribute	 significantly	 to	 brand	 building	 and	
promotion,	and	personal	growth	and	the	success	of	self-promotion	activities.	
Philosophical Counselling and the Challenges at Personal  







fact	 that	 individuals	 increasingly	 use	 social	media	 for	 information,	 leisure	
time,	 social	 networking,	 express	 opinions	 or	 for	 relaxation,	 and	 develop	 a	
personal	brand,	for	self-search,	for	personal	experience	and	authenticity	for	
personal	confirmation	and	recognition.	Hatun	Boztepe	Taskiran,	Jennifer	M.	
Whitmer,	Paolo	Roma,	Davide	Aloini	 revealed	 the	wide	 range	of	opportu-
nities that social media opens up for personal development.27 All this is cor-
related	with	 a	 search	 for	 the	meaning	of	 life,	 authenticity	 and	 achieving	 a	
good	standard	of	living	that	individuals	can	find	in	philosophical	counselling	
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tent	 differ	 across	 social	 media?	 Evidence	






that offers online counselling.28
After	the	institutionalisation	of	philosophical	counselling,	philosophers	were	
more	concerned	with	creating	their	philosophical	counselling	office.	There-
fore,	 philosophical	 counselling	 has	 rarely	 resorted	 to	 online	 counselling.	
However,	in	recent	years,	online	counselling	has	become	a	regular	part	of	the	
offer of philosophical counselling. There is already a tradition of good prac-
tice	by	psychologists	and	psychotherapists	in	individual	counselling,	couple	
counselling  or  organisational  counselling.29	Therefore,	practitioner	philoso-
phers can easily adapt these practices to philosophical counselling or organ-
isational ethical counselling. We can also add that the offer of online courses 
or	training	on	philosophical	topics,	offered	to	both	specialists	and	the	general	
public,	has	 increased	significantly,	 especially	with	 the	educational	system’s	






space	and	digital	communication,	be	 it	 individuals	or	organisations.31  Until  
recently,	we	would	 invest	 in	opinion	 leaders	capable	of	shaping	communi-
cation	in	the	public	sphere.	Today,	things	seem	to	change	in	favour	of	social	
networks	and	of	those	that	can	influence	the	personal	decisions	of	those	con-







about	 the	 determining	 factor	 of	 this	 change:	 technological	 development	 or	
social networks development? The answers promptly support both positions. 
On	the	one	hand,	there	is	a	trend	according	to	which	technological	develop-







irrespective of how developed the technology they employed was. The new 








person and life and the product put on the market as a personal brand. So-
















motion  as  a  communication  instrument  in  digital  space.  What  we  have  to  





in the digital space means to give up many aspects that pertain to private life. 
There	is	a	series	of	mechanisms	for	data	collection,	processing,	and	storage	
behind	 the	platforms	 that	we,	as	 individuals,	cannot	control.	Even	deleting	
personal data and content we posted on a certain platform does not solve the 
problem	of	access	to	our	digital	profile.	Our	traces	stay,	even	if	hidden	to	the	
eyes of  those with access  to  the surface dimension of  our  digital  presence.  
Furthermore,	we	must	not	 forget	 that	personal	 identity	 is	not	derived	 from	
what	defines	our	own	person	but	from	the	relational	structures	we	knowingly	
cultivate or from those who grow like weeds on our identity. Identity in the 
network is relational. Those we interact with keep very important traces ac-
cessible	 to	whoever	wishes	 to	collect	 them	from	the	respective	media.	Our	
very list of friends that we have abandoned may be relevant for our relational 
structure	and	may	cause	interpretations	of	our	behaviour,	preferences,	entou-
rage,	leadership	capacities	or	many	other	aspects.	The	list	of	friends	in	our	
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the ways in which someone else with access to the network might valorise the 
elements	of	our	presence,	even	if	it	is	minimal	and	even	if	it	does	not	involve	
personal engagement or even if it is interpreted as absence.
When we participate in the virtual dimension or when we construct our identi-
ty	online,	we	should	know	that	we	accept	an	overexposure	typical	of	the	way	
of	being	in	the	digital	world.	On	the	one	hand,	there	are	specialists	behind	the	
system who sell the data on our actions and our online behaviour and predict 
the steps we supposedly would be taking in the future and our reactions in 
certain	circumstances.	On	the	other	hand,	we	should	be	aware	that	we	cannot	
control what is happening behind the structures that we set in motion in the 
network we are part of or which we have left.
As	practising	philosophers,	we	must	make	the	public	aware	–	but	especially	
those	who	enter	our	philosophical	counselling	office	–	that	all	these	are	sec-
ondary effects of the interventions in our personal life and the self-shaping 
experienced by every person engaged in using the new technologies. As we 
have	pointed	out,	technological	development	brings	along	both	the	valorising	
of some technologies of the self as highlighted by classical authors and post-
modern	thinkers.	They	are	set	to	work	with	a	precise	purpose:	to	lead	to	an	
awareness of the level at which the individual stands for a decision on the tar-
get he/she wishes to reach in the development of his/her personal brand. The 
improvement	of	one’s	personal	brand	is	directed	towards	satisfying	needs	that	
are	not	only	the	individual’s	but	also	of	those	who	may	access	the	services	of	
the respective personal brand. They may meet their requests on a market of 
products	proposed	by	professionals	in	the	field	in	which	the	brand	valorises	it-






for  the  products  and  services  they  provide.33  Such  a  complex  action  in  the  
digital space is accompanied by a series of unknown factors and risks.
In	 such	 a	 context,	 philosophical	 counselling	must	 fulfil	 its	mission	of	 bal-
ancing	the	rational	reflection	 and	emotional	response	 that	 the	human	being	
endowed with  a  symbolic  consciousness  of  the  world  can  give.  Promoting  
critical thinking as a philosophical practice for our daily lives should keep us 
away from the temptation to embrace conspiracy theories but boost our desire 
to take responsibility for what we wish to become and what we want to be in 
other	people’s	perception.	It	is	not	about	self-censorship,	nor	about	cultivating	
fear,	but	about	stimulating	responsibility.











the massive and ever-growing presence of new technologies at all levels of 
our	existence,	increasing	the	responsibility	of	our	customers,	and	the	general	
public must begin from the premise that we need as much philosophy as tech-
nology is present in our lives.34	In	this	way,	philosophical	counselling	should	





U radu se argumentira da filozofijsko savjetovanje mora razviti prakse u kontekstu u kojem 
svjedočimo rekonstrukciji perspektiva o svijetu i čovjeku putem revolucije razvoja interneta, 
društvenih mreža, komunikacijskih tehnologija i pristupa virtualnom svijetu. Filozofijsko i 
etičko savjetovanje pozvano je uključiti se u raznovrsna nova područja aktivnosti, uključujući 
izgradnju osobnog oznaka u društvenim medijima, što je fokus ovog rada. S obzirom na to 
da virtualni komunikacijski prostor postaje medij učinkovitog izražavanja osobnosti, društveni 
mediji polje su u kojem filozofijsko i etičko savjetovanje mogu postati glavni resurs za rast 
snažnog osobnog oznaka. Bilo da se radi o samopromociji ili savjetovanju specijaliziranom 
za komercijalne komunikacije i oznakovljenje, tehnički razvoj omogućuje tehniku samorazvoja 
poduprtu relacijskim univerzumom društvenih medija. U digitalnom svijetu filozofijsko savje-
tovanje donosi povećanje doprinosa mogućnosti da se pojedinci izgrađuju, bivaju prepoznati i 








In der Abhandlung werden Argumente vorgebracht, dass die philosophische Beratung ihre Praxis 
in einem Beziehungsrahmen entwickeln muss, in dem wir Zeugen werden von der Rekonstruktion 
der Perspektiven über die Welt und den Menschen durch die Revolution der Entwicklung des 
Internets, sozialer Netzwerke, Kommunikationstechnologien und des Zugangs zur virtuellen 
Welt.  Die  philosophische  und  ethische  Beratung  sind  eingeladen,  sich  in  verschiedenartigen  
neuen Tätigkeitsbereichen zu engagieren, einschließlich des Aufbaus eines persönlichen 
Markenzeichens in den sozialen Medien, was im Fokus dieser Arbeit steht. Da der virtuelle 
Kommunikationsraum zu einem Medium für einen wirkungsvollen Ausdruck der Persönlichkeit 
wird, sind die sozialen Medien ein Feld, auf dem die philosophische und ethische Beratung zur 
Hauptressource für das Wachstum einer einprägsamen persönlichen Marke werden können. 
Unabhängig davon, ob es sich um Eigenwerbung oder Beratung handelt, die auf kommerzielle 
Kommunikation und Markengebung spezialisiert ist, ermöglicht die technische Entwicklung 
die Technik der Selbstentwicklung, die durch das relationale Universum der sozialen Medien 
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gestützt wird. In der digitalen Welt bringt die philosophische Beratung eine Verstärkung der 
Förderung der Möglichkeit Einzelner, sich selbst auszubauen, erkannt zu werden und eine 
komplexe Ausgesetztheit zu genießen, die von einem Geist sozialer Verantwortung gelenkt wird.
Schlüsselwörter
philosophische	 Beratung,	 ethische	 Beratung,	 persönliche	 Marke,	 digitale	 Welt,	 soziale	
Netzwerke,	 Eigenwerbung,	 persönliche	Entwicklung,	 ethische	Kommunikation,	Marken-	
kommunikation
Sandu	Frunză
Le conseil philosophique, la marque personnelle
et les réseaux sociaux à l’ère du numérique
Résumé
Ce travail soutient que le conseil philosophique doit élaborer des pratiques dans le contexte au 
sein duquel nous sommes témoins d’une reconstruction de perspectives sur le monde et l’homme 
à  travers  la  révolution  liée  au  progrès  d’internet,  des  réseaux  sociaux,  des  technologies  
communicationnelles  et  de l’approche au monde virtuel.  Le conseil  philosophique et  éthique 
est  invité  à  s’engager  dans  divers  domaines  nouveaux  d’activités,  y  compris  la  construction  
de  la  marque  personnelle  dans  les  médias  sociaux,  ce  qui  constitue  le  thème  central  de  ce  
travail.  Étant  donné  que  l’espace  virtuel  de  communication  sert  de  moyen pour  exprimer  la  
personnalité de manière efficace, les médias sociaux constituent un champ au sein duquel le 
conseil philosophique et éthique peut devenir une ressource principale pour le développement 
d’une forte marque personnelle. Qu’il soit question d’auto-promotion ou de conseil spécialisé 
pour les communications commerciales et  le branding, le progrès technique rend possible la 
technique du développement personnel soutenue par l’univers relationnel des médias sociaux. 
Dans le monde numérique, le conseil philosophique contribue considérablement à la possibilité 
pour les individus de se construire, d’être reconnus et d’avoir du plaisir au sein d’une complexe 
exposition conduite par l’esprit de responsabilité sociale.
Mots-clés
conseil	philosophique,	conseil	éthique,	marque	personnelle,	monde	numérique,	réseaux	sociaux,	
auto-promotion,	développement	personnel,	communication	éthique,	communication	de	marque
